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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We're glad to be of service. 





CALL THE 
MILLER FREEMAN MAN 





FOR WORLD-WIDE 
MARKET DATA, 
RECENT AND RIGHT 


WORLD MINING: Covering 
the world-wide metal mining in- 


(No U.S. circulation). Compan- 
ion publication to Mining World 
(No. America). 


PULP & PAPER 
INTERNATIONAL: Vo is 
Covering the world-wide tr vl] [vy » > Di PF R 


pulp paper and paper- vig. 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(No. America). 


INTERNATIONAL OFFICES 
Portiand 5, Oregon 
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San Francisco 5, Calif. Chicago 26, IIlinois 


500 Howard St. 731 S. W. Oak St. 1791 Howard St. 
EX 7-1881 CA 2-1314 RO 5-3420 
Seattle 4, Washington Los Angeles 65, Calif. New York 17, N.Y. 
71 Columbia St. 3501 Eagle Rock Bivd. 370 Lexington Ave. 
MA 2-1626 CL 5-7194 MU 3-9294 
Cleveland 3, Ohio Vancouver 3, B.C. London W. 1, England 
4500 Euclid Ave. 402 Pender St. 130 Crawford St. 
EX 1-4180 MU 5-7287 WEL 3624 
Kéin-Merheim, West Germany 
28, Attendorner Str. Phone: 871752 


dustry. Circulation (BPA) 12,500 
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the new European edition of LIFE INTERNATIONAL 


For 14 years, LIFE INTERNATIONAL has 
been essential reading for industrial, gov- 
ernment and community leaders through- 
out the free world. Beginning with the 
issue dated June 5, 1961, a new advertisers’ 
edition for the European area will enable 
businessmen to concentrate their advertis- 
ing in this, the world’s prime market. The 
circulation of the new edition will exceed 
175,000 . . . on the continent of Europe, 
in the British Isles, Turkey and Israel. 


This area has been experiencing the 
world’s fastest economic growth during the 
past decade. Its gross product is up 80% to 
more than $300 billion; in 1959 alone, its 


imports accounted for one-half of the free 
world’s trade—and the area promises enor- 
mous future growth. 

LIFE INTERNATIONAL has played and 
will increasingly play a part in that growth. 
Over the past three years alone, its ABC 
audited net paid circulation has increased 
25%. And the major companies of every 
industrial nation in the free world are regu- 
larly represented in its pages. 

This new regional European edition of 
LIFE INTERNATIONAL will offer business- 
men—both within Europe and those who 
export to Europe—a powerful pipeline to 
their best prospects in this best of markets. 
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Rockefeller Center 
New York 20, N.Y. 














; Corn Flakes and 
S47" Magazine Stereotypes 


Recently, a friend told me how a new approach dramatically increased 
the sale of cornflakes in Brazil. 


For years, manufacturers of breakfast cereals have tried to convince 
Latin Americans that they should start their days with a hearty serving 
of crisp cereal sprinkled with sugar and crackling in milk. But this appeal 
didn’t get too far with a people devoted to their traditional breakfast of 
cafe au lait and rolls. 


Finally, an enterprising marketing man noticed that Brazilians have the 
snack habit. They buy candy and cakes and nuts and eat them between 
meals, with drinks and after dinner. So, instead of advertising cornflakes 
solely as a breakfast food, he started to promote it also as a between meals 
snack, as an hors d’oeuvre, and even as a light dessert. 


The cornflakes were sugared and packaged in transparent bags just 
as we package potato chips. Immediately, sales increased and they’ve been 
accelerating ever since. The same product, you see, but a conventional 
approach was supplemented with another built on the customs of the 
people. 

To me, there is a direct parallel between this story and MECANICA 
POPULAR in Latin America. Because, just as a onetrack sales approach 
based on another market’s habits sometimes holds down sales, so a stereo- 
typed concept of a magazine as it is read in one market may obscure its 
value in another. 

Some people (stereotyping) have said to me: “MECANICA POPULAR 
is read primarily by hobbyists or do-it-yourselfers. Those people aren’t 
a market for my client’s products. He sells only to business and industry 
and he must reach top management. 


But does a top management approach alone constitute complete sales 
coverage? Are they the only ones to consider in a buying decision? Sales 
managers tell me that their salesmen try to sell both middle and top manage- 
ment. They recognize that while top management approves, middle-man- 
agement specifies. 


Research shows that it is primarily these vital middie-management 
“specifiers” who read MECANICA POPULAR. At home some may be 
hobbyists or do-it-yourselfers, but in general — because the readers are 
Latin American — they are essentially people who want to know more 
about new “things”. However, regardless of at home activities, at work 
these people are engineers, master mechanics, department heads and pros- 
pering small business men — in short, “specifiers” vital to your sales 
effort. 

If you would like to know more about this important group of people — 
who pay twice as much for MECANICA POPULAR as any other leading 
magazine — and what they can mean to you in a broader sales coverage, 
we will be glad to furnish you with detailed information. 
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FROM OUR ANNALS 


e The other day, we went down to St. Petersburg, 
Florida, and visited with our good friend Walter 
Bickford at his retreat. Walter is well remembered 
by the early members of the Association as our 
first Secretary and one of our Founding Fathers, so 
we naturally fell to reminiscing about the early days 
of our organization. 

Little known to most of our members is the fact 
which motivated its foundation, and this shall now 
be revealed. There was at the time a “Committee 
for Foreign Trade Action” which met regularly at 
the India House in New York for the purpose of 
formulating high level policies. Membership, and 
hence attendance at these meetings, was restricted 
to Secretaries of Associations engaged in some phase 
of foreign trade. 

As a judicious journalist and editor of Export Trade 
& Shipper, Walter was very curious to find out what 
went on behind those closed doors, but, try as he 
would, he could never even eavesdrop. 

Then Thomas Ashwell (Senior, that is) hit upon 
the idea of forming an Association of which Bick- 
ford could be the secretary and thereby gain access 
to the secret confabs. Thus was the International 
Advertising Association born! 

On April 8, 1938, a group of individuals “engaged 
in the profession of foreign advertising” met at the 
Harvard Club at the invitation of Thomas W. Ash- 
well and organized a trade association under the 
name of International Advertising Association, “to 
co-ordinate and foster the practice of international 
advertising in all its phases.” 

When time came to register the name, however, 
it was discovered that it had been pre-empted by a 


then dormant group, and we had to adopt the name 
“EXPORT ADVERTISING ASSOCIATION” until the legal 
obstacles could be cleared. It was not until 1953 
that we re-incorporated under our present name. 

The first slate of officers consisted of SHIRLEY 
WOODELL, Packard Motors Export Corporation, Presi- 
dent; PETER CHRISTIE, R. B. Davis Sales Company, 
Vice-President; J. B. Powers, Joshua B. Powers, Inc., 
Treasurer; WALTER R. BICKFORD, Export Trade & 
Shipper, Secretary and LOWELL KERR, Exporters En- 
cyclopaedia, Assistant Secretary-Treasurer. 

THomMas W. ASHWELL, President of Thomas 
Ashwell & Company, was elected Honorary President. 

Membership consisted of 59 resident and 8 — 
yes, 8 — non-resident members, the latter consist- 
ing of those individuals “whose places of business 
are distant more than 40 miles from Greater New 
York.” Little did we dream that this would some 
day extend to a radius of 4,000 rather than 40 miles! 

Robert Otto was the first membership chairman, 
and in his first report he stated that his committee 
was “discovering every day that there are 4 surpris- 
ingly larger number of men engaged in the export 
advertising profession in one way or another than 
we suspected. We frankly admit we are discovering 
we do not know them all!” 

The first general meeting (“with luncheon”) was 
held on May 25, 1938, at the Hotel Roosevelt, in the 
same Terrace Room where the New York Chapter 
now holds forth, but after that we met at the old 
Murray Hill Hotel on Park Avenue and 41st Street, 
now the site of the Airlines Terminal, at the Circle 
Club, the Midston House, the Hotel Astor, the Bel- 
mont Plaza, the Hotel Shelton, and it was years before 
we came back to the Roosevelt. 

From time to time, we will bring you other episodes 
from the saga of our Association, and we will wel- 
come hearing from members who have some related 
anecdotes to contribute. 

HENRY R. WEBEL 
Editor 


The Original Cast 


Shown on our cover are some of the Founding Fathers of 

the International Advertising Association. Seated; left to right: 
P. S. Christie, R. B. Davis Sales Co.; George P. Reinberg, 
White Laboratories Inc.; F. W. Hopping, U. S. Rubber Export 
Co.; Shirley F. Wooddell, Packard Motors Export Corp.; George 
E. Quizenberry, Business Publishers International; Thomas 
W. Ashwell and Walter R. Bickford, both Export Trade & 
Shipper. 
Standing, lett to right: Earl T. Russell, National Export Ad- 
vertising Service; Wm. B. Puga, Mc Graw Hill Corporation; 
Robert H. Otto, Export Advertising Agency; James L. Gilbert 
and J. S. McCain, both of Business Publishers International; 
Ervin Hall, Chalmers-Ortega, Inc.; Ovid Riso, RCA Maufac- 
turing Co.; Theo. Fredenburgh, Joshua B. Powers, Inc.; J. B. 
Welle, Business Publishers International. 


I We thank all the members of IAA who have | 
| sent us Christmas Greetings. A Happy and 
! 


| Prosperous 1961 to you all! 
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“T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 





The international businew, too... 

















MORAL: 
Sales start before your salesman calls —with business publication advertising. 
McGRAW-HILL INTERNATIONAL ‘@): 
International | ————_— esnapanerees 
Kiwi oe |G “Automevil — geeee industria | | Construccién 
ige 















































- 
Headquarters for World-Wide Business Information 


" Bs’ 


Selected and bought by men in industry who want the best in editorial service. 
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Dr. M. |. Okpara, Premier of Eastern Nigeria. A medical doctor by 
profession, he held a number of cabinet posts before becoming 
premier last year. 


INSIDE NIGERIA 


e Eastern Nigeria’s Premier, Dr. Okpara, has been 
a driving force behind the industrial development of 
his region and constantly calls on his people to be 
“development conscious”. 

A tax holiday of five years or more for “pioneer 
industries” . . . accelerated depreciation for tax pur- 
poses ... quick write-off of assets ... free repatriation 
of profits and dividends . . . even rebates of customs 
duties in certain cases, are among the incentives of- 
fered foreign investors, which have already resulted 
in a number of factories being built. 

Even before independence, a vast number of sur- 
veys were started by such top research organizations 
as the Economist Unit of England, Rockefeller 
Brothers Fund and the Ford Foundation. An Israeli 
team of agriculture experts are currently studying how 
to increase that area of the region’s productivity and 
a German firm is surveying the feasibility of establish- 
ing an iron and steel rolling mill. 

The Economist Unit survey — just completed — 
reported that “Eastern Nigeria presents one of the 
most attractive fields for investment on the continent 
of Africa.” 

“First and foremost,” the Economist report says, 
“there is the attraction of the market. Nigeria has 
by far the largest population in Africa and Eastern 
Nigeria — with the highest density of any — not 
only enjoys excellent internal means of communication 
but is also in an exceptionally strong position to 
supply very large areas in the other regions which will 
become increasingly important markets as the’ result 
of developments now at hand.” 

Over $200-million have been spent on oil explora- 
tion and production and Nigeria is well on its way 


to becoming a substantial world producer. The oil 
industry has played a major role in stimulating in- 
dustrialization of the country and can reasonably be 
expected to be of increasing importance in the future. 
More than $190-million have already been invested 
in other industries and there is considerable scope for 
the production of a growing variety of goods, especi- 
ally for consumption. 

The electricity capacity has already been expanded 
rapidly and recently discovered large quantities of 
natural gas will provide a cheap source of power for 
future developments. There is also a large supply 
of general labor which has been found mobile and 
quite quick to learn and the rapid development of 
the region’s education facilities is producing an increas- 
ing number of skilled and semi-skilled workers for 
new industry coming into the area. 

Apart from the coal mines at Enugu — the capital 
of Eastern Nigeria — the largest industry established 
so far is the Nigerian Cement Company’s factory at 
Nkalagu. Although production only began in 1957, 
demand has been such that capacity has had to be 
doubled, and by the end of 1960 it will be running at 
an annual rate of 200,000 tons. Of the raw materials 
used, only gypsum is imported and the finished pro- 
duct, “Nigercem,” is a high quality cement, well 
above standard specifications. Almost half the out- 
put is shipped to the North with the remainder sold 
within Eastern Nigeria. 

Industry in the Enugu area — which is well placed 
to become the country’s future center for heavy in- 
dustry because of the neighboring mineral deposits — 
has just begun to grow, and plans have just been 
announced to establish a steel scrap smelter and roll- 
ing mill there before 1960. 

Overseas steel interests — including at least one 
major American company — are exploring the pos- 
sibility of basing an iron and steel industry on the 
Enugu iron ore deposits. Premier Okpara has called 
this industry a top priority on his government’s list 
of needed concerns. 

Fastest growing industrial area is, however, Port 
Harcourt, where major improvements in facilities 
and equipment are nearing completion. It is also in 
the port area that the Eastern Nigeria government has 
cleared land for a new industrial park. Almost $1.5 
million is provided in the 1960 budget toward 
the first 700 acre stage of the 2,500 acre industrial 
park project. New railroad sidings, roads and water 
supply are already being provided, and a new elec- 
tricity sub-station being builit. 

New industry has already shot up all around Port 
Harcourt. There is a cigarette factory turning out 
1.5 million pounds of cigarettes a year; Williams and 
Williams, which has a U. S. factory in New Jersey, has 
just opened a factory with an annual capacity of 
almost 1,000 tons of standard metal windows and 
doors; Aluminum Ltd. of Canada went in with a 
plant to produce 2,500 tons of corrugated aluminum 

(continued on page 22) 
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MEMBERSHIP DRIVE 


e The Each-Member-Get-A-Member game is still go- 
ing strong. To refresh your memory, every player who 
sponsors a new member “wins” a credit of 10 points, 
the seconder, 3 points. Al Spitzer is at the top with a 
bang, and how did he do it? He “spark plugged” a 
new chapter in Los Angeles and personally signed 
up 22 new members. There are other opportunities 
for new chapters and perhaps by Feb. 1 some one else 
will challenge his first. position. 

Last month, we listed the players in alphabetical 
order. Here they are now, in order of their “credit 
rating” as of December 15th: 


220 Albert K. Spitzer 32 Richard Murray 
90 F. G. Ruescas 30 Erik Elinder 

70 J. W. Rintelen 30 Mary Garcia 

66 G. H. Matthew 30 Paul Green 

62 Rene Giraud 26 Fitzhugh Granger 
50 J. R. Walderman 23 John Hayes 

49 K. P. Bliss 23 Joseph Palmer 
50 R. J. Dovale 23 Allen Reffler 

39 Rudolf Farner 21 Robert N. Chrane 


The following members earned 12-20 points: 

Harmodio Arias; Jacques Aubertin; Gordon Blair; John F. 
Burke; Carroll Cartwright; Oscar Cornejo; Lyle Funk; Jaime 
Garzon; C. V. Pickering, Jr; Richard I. Robinson; Elmo C. Wil- 
son; Stuyvesant Bayard; H. Earle Braisted; Andrew Karnig; 
Caroline Stella; Wm. L. Weimer; Hugo D’Amato; Boris Frank; 
Pierre Jegu. 

These are “10-pointers”: 

W. E. Adams; A. C. Burton; Dennis Caldecourt; Rufus 
Choate; Juan Claus; Ralph David; M. R. DeBlock; Robert 
Devine; A. M. Domingo; Francis DuPuy; Fernando Eleta; 
Harry Engel; Jose Espinosa; Nils Farnert; Carl H. Fehlandt; 
Roland Gomez; Arturo Gonzalez; Robert Grant; L. B. Hand; 
Eliane Henno; H. E. Hoyer; H. L. Hulbert; F. J. Kneller; 
Arthur A. Kron; Leslie Larson; Larry Laurie; H. J. Lavin; 
Barry Lockwood; Wm. McGirr; D. E. McKellar; John Mc- 
Learen; Raymond Mery; Frans Nieuwenhuijzen; J. Novas; 
Patricia O’Brien; Manos Pavlides; Jere Patterson; Louis Per- 
domo; R. E. Pfister; C. M. S. Quigley; Henry Rasmussen; 
Walter Sauer; Jonas S. K. Schiotz; James Seix; Edwin 
Seymour; Ernst Smit; Rodman Sweeny; Edward E. Schirmer; 
Herbert Stansbury; Mounir Takchi; Raul Trabanino; Erik 
Vieux; H. E. Weinholtz; R. E.°’ Wenzel; R. M. Wijdeveld; 
George Zealand. 


6 to 9 points went to the credit of: 

John E. Loughran; Clifford Montgomery; Albert Castelli; 
Henry Gordillo; Norman Green; Alain Guilloton; H. A. 
Mestanza. 


And the following earned 3 points as co-sponsors: 

Mark Abrams; Sally Allen; Thomas Ashwell; Jean Bala- 
voine; Clinton Barnes; Archibald Beyea; Salvador Bigay; Peter 
Blake; Aurora Blando; W. S. Bliss; Charles Cohen; Robert 
Collier; Hugh Dangler; S. E. DeClerque; Norbert Delville; 
Geoffrey Dempsey; W. L. DeWeese; M. Doleschal; Felix 
Duque; J. Gonzales-Fantony, Jr.; S. L. Fritche; Joop Geesink; 
Luis Giliberti; Scott Gilmore; Avid Hirsch; Harwood Hull; 
Karl Katz; Daniel C. Kaufherr; George Kendall; Norton Leo; 
Frank Linder; Normal List; Frank McCullough; Joseph Mad- 
den; A. M. Martinez; Richard Moesbergen; Erik Nielsen; Jan 
Nieuwenhuijzen; Melvin Olans; Andre Ollagnier; H. I. Orwig; 
Manuel Perez; B. G. Plumacher; Fuad Pharaon; George Rallis; 
J. A. Regis-Etievan; Mary Rodriguez; Bernard Rome; Francis 
Rubin; Stanley Rubint; Wm. Simpson; G. P. Sutherland; 
Jeanette Sytsma; Elroy Scrivener; Harry Thompson; W. E. 
Torpey; Jay Tuthill; C. J. Van Geel; J. P. B. Vierveyzer; 
Luis Villegas; Guy Voyce. 
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During the past 5 months 42 new members have 
joined I.A.A. from Europe. It is expected from re- 
ports received that this number will be substantially 
augmented during the coming months. Whether you 
can challenge first place or not, I hope that every 
member will work for new members and in doing 
so he will help I.A.A. to grow, and this growth will 
give us all great satisfaction. JaMEs GILBERT 


CONFEDERACION LATINOAMERICANA 
DE LA PUBLICIDAD 


e As announced in the previous issue of the INTER- 
NATIONAL ADVERTISER, William M. Bray, vice- 
president of McCann-Erickson International, repre- 
sented us at the conference which convened in Lima, 
Peru, on November 16-17, to establish a Latin Ameri- 
can Advertising Federation. Upon his return, he re- 
ported as follows: 

As its name indicates, the “ConfederaciOn” was to 
be constituted by the Associations of Advertising 
Agencies, Advertisers, and Media in the different 
countries. 

86 delegates from 12 countries attended the Con- 
ference. The United States was represented by two 
observers: Frank W. Linder for the 4A’s, and myself 
for the LAA. 

On Thursday November 17, the Conference was 
inaugurated in the main hall of the Municipality of 
Lima. The inaugural address was delivered by Mr. 
Roberto Protzel, President of the Peruvian Associa- 
tion, who had been elected chairman the night 
before. 

The conference reviewed the following objectives: 

1. To constitute the “Confederaci6n Latinoame- 
ricana de la Publicidad”. 

2. To establish the basis for a code of ethics; 
to raise the stature of the profession and 
earn the respect of the various bodies politic; 
to set the standards of truth in advertising. 

3. To facilitate the exchange of information be- 
tween the various countries and to support 
the efforts that are being made on the Con- 
tinent to improve communications between 
the various Associations devoted to advertis- 
ing. 

4. To support all efforts to promote advertising 
as a basis of economic progress. 

5. To repudiate governmental interference or 
domination of the advertising profession. 

Not read into the projects was the expression of 
many of the delegates as to the probable participation 
of the Latin American Common Market. 

It is worthy of note, that the interest in this Con- 
ference was generated solely and entirely in Latin 
America. Credit for the original idea was given to 
Chile, but Argentina is the country that actually 
carried it forward, and credit is to be given Francisco 
Rizzuto, head of the Argentine Advertising Federa- 
tion and publisher of Veritas for the impetus he gave. 


This was unquestionably the best organized con- 
ference of its kind that I have seen anywhere. At no 
time did it get out of hand, while there were dis- 
senting opinions, these for the most part were very 
ably handled by the President and Vice-President of 
the Conference. 

It is my recommendation that both the 4A’s and 
the I.A.A. recognize the importance of future con- 
ventions of this type, not only in the interests of 
hemispheric solidarity, but because of the forces that 
a Conference of this type can generate for the good 
of the profession. If, as was recognized at this Con- 
ference, the Latin Americans can generate such activ- 
ities without our support, let’s work with them 
towards a common goal and grow with them. 


THE DECLARATION OF LIMA 


The Conference adopted the following declaration, 
proposed by the Peruvian Delegation, as the expres- 
sion of the fundamental principles that govern Con- 
tinental advertising activities: 


Advertising must always be an integral mani- 
festation of freedom. 


The Americas, through its history and deep- 
rooted traditions reject, within ethical norms, any 
restriction on the freedom of advertising or at- 
tempts to govern the conduct and scope of the 
advertising professional. 


Based on these principles and in the face of 
possible intent to undermine the principles of 
the social and economic structure of the Latin 
American nations, the Latin American Advertis- 
ing Conference declares: 


That the bases for all advertising activities stem 
from the respect of freedom and human rights, 
and in particular the freedom of expression . 


That advertising is intimately linked to private 
enterprise and the freedom of competition re- 
sulting therefrom . 


That the advertising profession in Latin America 
rejects any interference which weakens these 
principles, and reaffirms its intention, through 
its professional activities, to safeguard these 
principles of freedom . . 


That Latin American Advertising practitioners do 
hereby manifest their opposition to any official 
regulations which would restrict advertising 
activities.” 


Mr. Rizzuto was elected president of the Federa- 
tion, in which 30 associations from 11 countries are 
already represented. Geraldo Alonso, president of 
Norton Publicidade, Sao Paulo, Brazil, was named 
lst vice-president and Roberto Protzel, manager of 
McCann Erickson’s Lima office, 2nd v.p. Plans were 
made for the Federation to hold its own convention 
in Sao Paulo in September. 





MORE ON OUR 1961 CONGRESS 


e The prospects, problems and profits of world mark- 
eting will receive top attention of international ex- 
ecutives attending the 13th ANNUAL CONGRESS 
OF THE INTERNATIONAL ADVERTISING AS- 
SOCIATION set for April 17, 18 and 19, 1961, at the 
Waldorf-Astoria in New York, according to our Pres- 
ident, Elmo “Bud” Wilson. 


Harry C. Thompson, Director, 
International Editions of News- 
week and chairman of the congress, 
said the convention theme has now 
been crystallized as “NEW TECH- 
NIQUES FOR WORLD MARKETING — 
PROSPECTS, PROBLEMS & PROFITS.” 


Plans for the congress are al- 
ready in progress and the pro- 
gram committee intends to see 
as much participation from members outside the 
U. S. as possible. We are encouraged by the fact 
that the European and Japanese Chapters are now 
canvassing their members to see whether or not 
special IAA charter flights could be originated in 
their areas. IAA membership currently extends to 
some 60 countries of the free world. 


Harry C. Thompson 


Committee chairmen named to date by Harry 
Thompson include Steve De Clerque of Time Inter- 
national, Program; Virginia Moore of Vision, Promo- 
tion; Joe Walderman of American Exporter, Program 
Advertising Sales; Earle Braisted of JosHUA POWERS, 
finance; Grace Kennedy of BRIisTOL-MYERS, Registra- 
tion; Paul Evans of WoRLD WIDE BROADCASTING, 
entertainment, and Thomas B. Dorsey of BARNET 
AND REEF ASSOCIATES, INC., Publicity. 


The programming structure will follow the basic 
format which won favor during the 12th Annual IAA 
Congress last June. Key international business and 
marketing executives are being lined up for speak- 
ing roles at the morning and luncheon sessions with 
round tables on the morning subjects scheduled for 
Monday and Tuesday afternoons, April 17 and 18. 
Prospects will dominate the opening day morning 
speeches, problems will be taken up on Tuesday and 
profits on Wednesday. 


Attendance is expected to top last year’s record- 
breaking attendance when speakers included such 
top names as Frank X. White, international vice presi- 
dent for American Machine & Foundry; Leo Cherne, 
executive director of Research Institute of America 
and Sylvester L. “Pat” Weaver, chairman of McCann- 
Erickson Corp. (International). 


Details of the program which will have a wide 
appeal to international and corporate management 
as well as to IAA members here and abroad, and 
names of the key speakers will be announced in the 
February and March issues of the INTERNATIONAL 
ADVERTISER. 
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A Colloquy... 


What do U.S. businessmen talk about when they 
get together for a quiet chat? Women? — Politics? — 
Sports? — Jokes? Let us eavesdrop on a private con- 
versation between GEORGE BROWNE, Editor, Industria, 
and PAUL R. MILLER, Editor, International Manage- 
ment Digest, both McGraw-Hill International publica- 
tions: 


MILLER: We have no choice, George, the entire 
U.S. business community has to globalize. We’ve got 
to begin thinking about markets in Diisseldorf as we 
think of those in Detroit, Sao Paulo as of San Fran- 
cisco, Kuala Lumpur as of Cleveland. 

BROWNE: My friend, that is going to cost an awful 
lot of money, and... 

MILLER: Of course it will, but every day there’s an 
important technological development overseas, a new 
investment planned, a foreign company gearing up to 
assault the U.S. market, common market schemes, the 
Soviet economic offensive. And if the businessman 
doesn’t watch out, he will find out that his competitor 
is taking the plunge overseas. 

BROWNE: Maybe the competitor will drown in his 
deep plunge. Don’t forget Castro. 

MILLER: He won’t drown if he knows what he is 
doing and learns to operate in many different coun- 
tries, in all markets of the world. Castro is a current 
problem, but his is only one market—Zin a world 
made up of many markets. Look at General Motors — 
they are just as much in the world communications 
business as McGraw-Hill with their global teletype 
network. They use it to carry on conferences, make 
decisions on a world-wide basis. The plant in Sao 
Paulo needs parts—a message to the Antwerp tele- 
type center finds them in Russelheim or South Africa 
or Detroit. If there’s trouble in GM of Cuba, there are 
plenty of vehicle buyers elsewhere. GM, like a lot of 
American companies, has found that it has got to 
operate globally if it wants to grow — even if it wants 
to survive. 

BROWNE: Survive. There’s that voice of impending 
doom. You make it sound just like a funeral march. 

MILLER: It’s not a funeral march — it’s “Hail, Hail, 
The Gang’s All Here”. Think of all the industrial com- 
panies listed on the New York Stock Exchange. In 
1952 only 1500 of them had overseas operations and 
subsidiaries. Now there are close to 2400 or more. 
And there are many, many more — thousands of ’em. 
Every company with whom you and I do business is 
on the list. Even the advertising agencies are getting 
into the act. The D in BBD&O stands for Dolan as 
well as Durstine ever since that firm bought out a 
London agency not so long ago. J. Walter has 400 
people in Frankfurt! 
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BROWNE: And speaking of advertising — why on 
earth should we advertise abroad products made here 
in this country. Haven’t you internationalists heard 
that our exports are in sad shape, that we are being 
priced out of world markets? 

MILLER: Now your're the one who’s prattling about 
doom. No, it isn’t true. Our exports are rising — up 
20% so far this year—and they never were or will 
be in such sad competitive shape that we couldn’t do 
something about them. Our competitive problem is a 
signal for a greater sales effort behind our exports, 
better design tailored to the markets, more cost cutting 
and automation, more new products, sometimes over- 
seas plants, more government export credit assistance 
and financing facilities. 

BROWNE: Well don’t stop there. You were talking 
about advertising. Where does Madison Avenue come 
into the picture; when did the advertising boys ever 
have anything important to offer? 

MILLER: Oh, for Pete’s.sake, stop sneering and try 
to put the thing in perspective! Every industrial and 
business center in the world has a ‘Madison Ave.’ And 
some very able advertising people are hard at work, 
on their own and in collaboration with U.S. agencies. 
They use hard sells, soft sells, in-between sells. The 
point is they know their markets and their customers 
...and the account executives and media buyers here 
in the U.S.A. are finding out that their beat is world- 
wide. I tell you, Browne, international advertising is 
a critical new dimension in the world today and I 
could spend the afternoon talking about its implica- 
tions. 

BROWNE: God, let’s not. When are these inter- 
national advertising experts here going to buy me 
another drink? 

MILLER: Okay. Let’s not talk about techniques: 
let’s talk about some of the people we work with— 
companies which have gone ahead overseas and pros- 
pered. Take Caterpillar Tractor. 

BROWNE: You take Caterpillar. 

MILLER: I will. Cat’s business had climbed steadily 
since the war—at home and abroad. Cat is one of 
those companies who have a global concept of busi- 
ness, and they should because 35% of their business 
is international. At International Harvester it’s 25%; 
at Otis Elevator, 45%; Goodyear, it’s 27%; Thew 
Shovel, over in Lorain is 20%. And, my friend, did 
you know that of Terro Corp’s total profits last year, 
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over 60% came from foreign operations and royalties? 
For H. J. Heinz, it was 78%. 

BROWNE: You're picking some ringers. 

MILLER: They’re still customers or competitors of 
ours. But I got more —lots more. 

BROWNE: Spare us, spare us. 

MILLER: Will you settle for two? 

BROWNE: Do I have a choice? 

MILLER: No. Look at Minnesota Mining. Domestic 
sales — lots of growth there — and foreign sales. (see 
cut — Ed.) Remember those foreign sales include both 
exports from this country and the Scotch tape and 
stuff 3-M makes overseas. And National Cash Register 
—that’s healthy expansion at home, but abroad it’s 
better than 200%. Stanley Allyn of National Cash 
puts it this way — “The needs of overseas markets are 
given as careful consideration as those of our business 
in the U.S.A.” What do you think of that? 

BROWNE: I think maybe Stanley Allyn and his 
friends better start worrying about what’s happening 
to our business right here at home. 

MILLER: What gloomy thought has occurred to 
you now? 

BROWNE: Imports, that’s what, and all those cheap- 
labor products being made overseas and sold in our 
markets, 

MILLER: You make imports sound subversive and 
un-American. I’m going to give you a Basic Lesson in 
Economics. Imports, my friend, are essential. Raw 
materials keep our factories going; finished goods keep 
our consumers happy; imports help keep prices in line 
and our businessmen competitive. Besides, they only 
really amount to less than 3% of our gross national 
product. This is peanuts. Look, like it or not, we're 
involved in a world market and we've got to be able 
to compete. In many, many lines we can compete and 
are doing so right now, and we can continue to compete 
provided we marshall our productivity, our new prod- 
ucts, our technical ability, our marketing know-how. 
National Cash up there competes—with certain 
products made here and some made abroad. In fact 
some of the companies I’ve told you about are supply- 
ing the U.S. market from their overseas plants. In 
some cases you have to. It’s as simple as this — you 
produce in those areas where costs are most advan- 
tageous in relation to the market. It happens here. If 
you find you can best serve the West Coast with a 
plant in Azuza, you build a plant there. Same with 
Athens — or Asuncion. 





BROWNE: You can’t even pronounce those names, 
much less compete with them. I suppose you want all 
American businessmen to join up with the foreigners. 

MILLER: Don’t call them foreigners, George. Call 
them customers. Look at these names. We're all doing 
business with them and we are all competing with 
them. And we are going to see more and more of them. 

Browne: All right. So we’ve got all these guys 
chasing each other around the world, manufacturing, 
advertising, exporting — what’s really in it for us? 

MILLER: I thought I had made that clear. 

BROWNE: Make it clearer. 

MILLER: Okay. Think of the U.S.A.’s international 
business as exports from plants here at home and 
goods produced in our plants overseas. Add them 
together and right now you have $48 billion worth 
of business. Look ahead ten years and that market 
will grow to—at least — $100 billion. And add to 
that the business Americans are doing selling their 
overseas products in this country. Is that big enough 
for you? 

BrRowNE: All right — don’t get mad at me. I’m just 
the straight man in this act. I get the idea you think 
all of us can be part of this bigger, more profitable, 
grand and glorious market. How do we do it? 

MILLER: Now you've got it, Browne. Look, I could 
talk all afternoon about “how”; there’s no absolute 
formula. But Tom Collier of Motorola recently came 
up with a checklist that he’s using as his company 
pushes into world markets. And it’s paying off. Jot 
these down, Mr. Browne: 

Product demonstrations 

More flexibility in granting credits 

Accelerated research and development adapted 
to the international field 

Product simplification with emphasis on quality 
and reliability 

Intensive foreign market studies 

Development of smaller overseas markets 

Enlightened advertising and promotion 

Organized travel — spend enough time to do the 
job 

Prompt and accurate deliveries 

Effective correspondence in the language of the 
country 

Improved service 

BROWNE: What he means is — be as good a sales- 
man abroad as you are here at home! 
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LOS ANGELES... 


e Three months ago we had 8 members in Los 
Angeles, now we have 32. The application for the 
Los Angeles Chapter was approved by the Board 
on December 13. Al Spitzer did a grand job and 
those who worked with him also sent to headquarters 
the By-Laws of the new chapter and the slate of 
new Officers elected for the first year: 

President: Edward A. Altshuler, 
Ascon Management Corp. 
Robert L. Dellinger, 
Grant Advertising 
Don McKenzie, 

Fuller & Smith & Ross 

Al Moore, 

Ralph N. Parsons Co. 
Beverly Johnson, 

Leach Corporation 

Peter Schultz, 

Duncan Scott & Company 
Ralph J. Hippert, 

Cannon Electric Company 
Albert Spitzer, 

Albert Spitzer and Associ- 
ates 


Ist Vice President: 
2nd Vice President: 
3rd Vice President: 
Secretary: 

Directors at Large: 


Treasurer: 


CHICAGO eee 


e On October 3, the Chapter had a luncheon meet- 
ing at the Morrison Hotel. Robert J. McGorrin, Man- 
ager of the Foreign Department of the Quaker Oats 
Company, gave us a picture of how Quaker Oats 
Company approaches advertising and sales promotion 
in the international market. Following Mr. McGorrin’s 
remarks, there was a lively discussion. 

On November 22, the Chicago Chapter had a panel 
type discussion. The panel members were John A. 
Miguel, Vice-President in Charge of Export of Zenith 
Radio Corporation; Manuel R. Lopez, Export Man- 
ager of William Wrigley Jr. Company; and Horace 
M. Kinne, Supervisor of Advertising and Sales Promo- 
tion of Allis-Chalmers International. These men gave 
brief opening remarks on the changes taking place 
in international advertising. Following their remarks, 
there was a most enlightening discussion in which 
a great number of those present took part. 

E. D. LaSota, Export Manager of Simoniz, was 
Program Chairman for this meeting and is to be 
congratulated on an outstanding meeting. We had 
a record turnout of 56 members and guests. 

Neil George, Supervisor of Advertising and Market- 
ing, Minnesota Mining & Manufacturing Company, 
was scheduled to be the principal speaker at the 
meeting on December 28th. 
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PITTSBURGH... 

e As unerringly forecast in the November issue of 
the INTERNATIONAL ADVERTISER, the Messrs. 
W. F. Weimer, R. E. Wenzel and Weldon L. deWeese 
were duly appointed president, vice-president and 
secretary-treasurer, respectively, of the newly formed 
chapter. 

However, Mr. Wenzel found himself suddenly 
transferred to New York by his firm, Alcoa Inter- 
national, and Robert Kintner was elected to serve 
in his stead. 

The Chapter Charter was formally presented to 
Bill Weimer by IAA membership chairman Joseph 
R. Walderman at the December 1 meeting. Principal 
speaker on that occasion was John Scott, assistant 
to the publisher of Time, who spoke on the impact 
of the Common Market on the European Economy. 





L. to R.: W. H. Weimer, Director of Advertising and Public Relations, 

Rockwell Manufacturing Co.; R. E. Wenzel, Advertising Manager, Alcoa 

International; John Scott, Assistant to the Publisher, Time, Inc.; Joe 
Walderman, Eastern Manager, American Exporter Publications. 


CARACAS... 


e The new Executive Group for 1961 has been 
elected as follows: 
President: Luis Guillermo Villegas Blanco 
Vice-President: Juan Francisco Rodriguez 


Treasurer: Juan Claus 
Secretary: Jose Eduardo Mendoza 
Alternates: Manuel Casal, Rodolfo Wellisch, 


Antonio Rodriguez, Tomas Perez 
Hurtado, Emerico Wohl, Joseph 
Novas, Jr. 

The first reunion of the new “Directiva” was held 
November 28, despite the riots, and proceeded with 
plans to hold the annual Christmas gathering on 
December 18th at the Junko Golf Club, up in the 
mountains, close to 6,000 feet above sea level. The 
new Executive Committee is a fine selection of mem- 
bers who have shown outstanding interest in the 
IAA, and should be one of our most active groups. 


NEW YORK... 


e To find out how much information on foreign 
markets is available, yet untapped by most of us 
right here in New York, the Chapter invited the Com- 
mercial Representatives of five different countries, 
representing five different Continents — Africa, 
Western Europe, Southeast Asia, the Orient and 
Latin America (see pix) — to address our meeting 
on November 22nd. 

The speakers outlined their mission in the United 
States, the material available which could be of 
help to international marketers and other services 
their respective offices were prepared to render. 

In his talk, Dr. Oti made the startling statement 
that the Gross National Product of Nigeria was 
higher than that of India and Pakistan, but we do 
not question it since he was tollowed on the dais by 
the Representative of India who did not contradict 
it. Equally unexpected was his statement that almost 
all the peanuts consumed in the United States came 
from Nigeria! 

The pleasant custom of collaborating with the In- 
ternational Executives Association in holding joint 
December lunch meetings was again observed this 
year. Mr. George Freimarck, Advisor to the U. S. 
Mission to the United Nations, spoke on “The United 
Nations and U. S. Foreign Policy”. 

And, of course, the Holiday Spirit reigned supreme 
at the traditional Christmas Party which was held 
at the Sheraton-East Hotel on December 14th. 





Seated: Samuel Oti, Consul of Nigeria; Philip Gomperts, Executive 





Secretary, The Netherlands Chamber of C ce. Standing: Mitsuo 
Asaba, Japanese Consul; §. Shahabuddin, Vice-Consul of India; 
Jose Bettencourt Machado, Brazilian Government Trade Bureau. 








Some of the advertising displays shown during the Seminar conducted 
by the Curacao Chapter of IAA on November 18, at the Hotel 
Curagao Intercontinental. 


THE EVROPEAN COUNCIL 


e Acting upon a petition of the then European Com- 
mittee of the IAA, the Board of Directors, on Febru- 
ary 16, 1960, approved the formation of a European 
Council, whose purpose it would be “to strengthen 
further the Association’s status in Europe, to promote 
its growth in membership, to expand the sphere of its 
activities and to encourage more active participation 
of the members in the attainment of the overall ob- 
jectives of the IAA.” 

The Council functions as a Continent-wide entity of 
the IAA, without precluding the formation of local 
chapters. Membership includes one representative 
from each country in which we have five or more 
members. Each representative is elected by secret 
ballot of the members within his country, to serve for 
a term of two years. 

The European Couacil, in turn, elects the three Re- 
gional Vice-Presidents for Europe of the IAA, and 
these are then elected to serve as President, First and 
Second Vice-Presidents, respectively. In the following 
pages, we present a thumbnail sketch of the present 
members of the Council. 

At the meeting held in London on October 29, it 
was decided to hold the 1961 European Congress in 
Madrid on September 20-22. Mr. Ruescas, Spanish 
member of the Council, declared that he was prepared 
to assume the responsibility for the organization of 
the Congress, and he was elected Chairman of 
the Congress, Fernando Bolin, General Secretary and 
Leon van de Merghel Program Committee Chairman. 

The theme will be “The Progress of International 
Co-Operation in World Marketing and Advertising.” 
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View's Whe in the 


European Council... 


THE OFFICERS 


1... PRESIDENT: DR. RUDOLF FARNER, owner of the Dr. Rudolf Farner 
Marketing and Advertising Agencies in Zurich and Lausanne, and the 
Dr. Rudolf Farner Public Relations Agency, Zurich. He also serves 
as a major in the Swiss Army, is lecturer at the University of Eco- 
nomics and Public Administration at St. Gall, Chairman of the Board 
of the Continental Advertising and Marketing Agencies (CAMA), 
Vice-President of the Advertising Association of Switzerland and 
serves on the Advertising Committee of the International Chamber 
of Commerce. When he joined IAA, we had only six members in 
Europe, now we have 400. As Regional Vice-President, he helped 
form the European Committee which carried out our successful Con- 
ferences at Zurich (1955), the Hague (1957) and Vienna (1959). 


2... FIRST VICE-PRESIDENT: ERIK ELINDER, Managing Dir. : tor of Wilh. 
Anderssons Annonsbyra, one of the foremost advertising gencies of 
Sweden, with offices in Stockholm, Gothenburg, Norrk ‘ing and 
Orebro, was born in 1912. He took his degree at the Upsala Uni- 
versity in 1939. On leaving the university he joined the Savings 
Propaganda Office, of which he was managing director from 1942 to 
1950. Mr. Elinder was for some time Member of the Board of the 
Swedish Federation of Advertisers, and, during one period, he was 
Vice-Chairman of the Nordic Federation of Advertisers. For several 
years he has been General Secretary of the Nordic Sales and Advertis- 
ing Association, and, at present, he is Member of the Board of the 
Swedish Sales and Advertising Association. 


3...SECOND VICE-PRESIDENT: LESLIE B. CORT, International Director, 
Colman, Prentis & Varley Ltd. Mr. Cort is also a Managing Director 
of a Market Research Organisation in London and Switzerland. Under 
his direct management functions an agency called C.P.V. (Inter- 
national) Ltd., which deals with international advertising for clients 
in Britain. On leaving the University of Grenoble Mr. Leslie Cort 
joined Reckitt & Colman Ltd. in 1921. He became Director in charge 
of Overseas Advertising and Marketing Research and he was respon- 
sible for a great number of product launches throughout the world. 
Mr. Leslie Cort has traveled widely throughout the world, has great 
knowledge of North and South America, Europe, Egypt and most of 
the British Commonwealth. Above all, he is an Expert on marketing 
methcds in Venezuela, where he is a Director of the largest agency 
there, CORPA. 


NATIONAL CHAIRMEN 


4...in BELGIUM it’s LEON VAN DE MERGHEL, general manager of 
Planning Publicitaire VDM, president of the Belgian Advertising 
Federation, vice-president of the European Community of Advertising 
Organizations and past president of the Chamber of Advertising 
Agencies and Consultants. Also, member of the Advertising Commis- 
sion of the International Chamber of Commerce; Examiner of the 
School of Advertising Theory and Practice. Headed the Belgian 
Mission on Advertising and Public Relations which was sent to the 
United States under the auspices of the Belgian Office for the Promo- 
tion of Productivity. 

5...in DENMARK it’s OLE SYLVESTER-HVID, President, Sylvester Hvid 
(established 1899), Copenhagen. Born 4th July, 1923. Grandson of 
the founder of this international advertising agency and now co-owner 
with his father. Received his training with prominent advertising 
agencies in Scandinavia and U.S.A. Since 1950 he has been with his 
family firm and has worked ‘up through the grades’ acquiring the 
all-round experience necessary for him now that he is at the helm of 
his advertising agency, one of Denmark’s oldest and largest. 


6...in ENGLAND it’s A. C. BURTON, M.I.P.A., M.A.A., M.S.A., Director 
of the London Press Exchange; Managing Director of INTAM Ltd., 
the International Division of the LPE Organization; President, 
INTAM ITALIANA S.p.A., Milan; Director, INTAM SOUTH 
AFRICA (PTY) LTD., Johannesburg, Cape Town, Durban; Director, 
INTAM (RHODESIA) Ltd., Salisbury, Bulawayo; Director, MAR- 
KET ANALYSIS Ltd. Educated at the London School of Economics 
and Kings College, University of London; Hanse University, Hamburg; 
Bauhaus, Berlin, Germany. 

7...in FINLAND it’s EUGENE F. ULFvEs. Born in Helsinki, Finland, 
March 29th, 1898. Bachelor of Arts from the Institute of Business 
Administration in Helsinki 1920. Studied advertising at the University 
in Kansas City, Mo. 1921, at the University in Kiel, 1922. In the 
employ of Erwin, Wasey & Co. Ltd. in Copenhagen 1955, in Helsinki 
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1926-27. Managing Director of Reklaamitoimisto-Osakeyhtio in 
Helsinki since 1927. Founder of the Finnish Sales and Advertising 
Association. Received the Golden Award of the Association in 1953. 


8...in FRANCE it’s RENE GIRAUD, president and general manager of 
Agence Promos. Born 1897. Chairman of the Committee on Common 
Market and International Liaison of the French Advertising Federa- 
tion; Co-founder and Secretary General of the European Community 
of Advertising Organizations; member of the International Chamber 
of Commerce; Chevalier of the Legion of Honor; Conseiller du Com- 
merce Extérieur. In 1945, Mr. Giraud had established a firm in New 
York for the promotion of French luxury products. 


9...in GERMANY it’s HUBERT STRAUF, manager of Die Werbe G.m.- 
b.H., one of the leading advertising agencies in the German Federated 
Republic, with branch offices in Hamburg and Vienna and employing 
200 people. Founder, in 1945, of the professional periodical Wirtschaft 
und Werbung and executive committee member of the Gesellschaft 
Werbeagenturen. Member of the presidential council of the Central 
Committee on Advertising and of the scientific advisory board of ZAW. 


10...in GREECE it’s GEORGE THEOPHILOPOULOS, managing director of 
Alector, Athens Advertising Agency founded by his father. Age 31. 
Holds a master’s degree in marketing and advertising from the School 
of Business Administration of the University of Georgia (USA). 
Former assistant account executive in the international division of 
BBD & O in New York. Lecturer on marketing and advertising at the 
Greek Productivity Center and several clubs. 


11...in HOLLAND it’s JAN JACOB FELS, managing director of the 
Reader’s Digest Company in Holland. Born October 25, 1913, married, 
has three teen-age children. Formerly with J. Walter Thompson, both 
in New York and in Holland, then co-director of Smit’s Advertising 
Agency which became one of the leading agencies in the Netherlands, 
and where he was responsible for all international business. 


12...in ITALY it’s MARIA VISCONTI DI MODRONE, advertising manager 
of the Italian Edition of Reader’s Digest. Born in Milan (in this case 
only, we give the place, not the date! And we add that Maria is 
unmarried) University Graduate in Political and Social Science; 
trained hospital nurse, worked for the Italian and the American Red 
Cross during and after the war. Member of the Board of the Italian 
Marketing Association, the Advertising Section of the International 
Chamber of Commerce and the National Sales Executive Club (Club 
Dirigenti Vendite). ; 

13...in NORWAY it’s Jonas S. K. ScHioTz, Advertising Director of 
A/S Allers Familie-Journal, Oslo. Born March 27, 1909, graduate of 
the Oslo Commercial University and the Oslo School of Advertising. 
Has been engaged in advertising for the past 24 years, during which 
he has also participated in many national and international advertising 
conferences. 


14...in SPAIN it’s FRANCISCO GARCIA RUESCAS, head of the advertis- 
ing agency Ruescas Publicidad. Born May 11, 1914. Studied adver- 
tising sales psychology and market research in the United States. 
Founded the Advertising Club of Madrid and became its Honorary 
President; general secretary of the Spanish Institute of Advertising; 
member, U.S.-Spain Chamber of Commerce; lecturer at the School 
of Journalism; authored several books, the last one being a “Manual 
of Advertising.” 


15...in SWEDEN it’s GORAN TAMM, managing director of AB Svenska 
Telegrambyran, Stockholm. Born in 1911, graduated from the Gothen- 
burg School of Economics with a Dr. Phil. degree (his thesis: “Some 
Criticism of the Instinct and Sentiment Theory as a Basis for Adver- 
tising Psychology with Regard to the Creation of Attention”!!!) 
Taught distribution and advertising at the Gothenburg School of 
Economics; author of several articles and studies on advertising and 
distribution and . . . of a book of poetry. 


16...in SWITERZLAND it’s MAX DOLESCHAL who writes: “Born the 
son of a physician, I absolved the public school (humanistic gym- 
nasium ). After having passed the final examination (Matura), I studied 
jurisprudence at the universities of Lausanne, Vienna, Paris, and 
finithed by passing my examinations at the University of Basle. After 
a few years’ practice I entered the firm of Publicitas S.A. (Ltd.), 
where, within a short time, I became director of their branch office 
at Basle and a few years later was appointed director of their General 
Management in Lausanne.” 


17... in AUSTRIA it’s FRED UNGART (picture unavailable), general man- 
ager of Internationale Werbegesellschaft m.b.H., Vienna, Austria’s 
largest advertising company. Born February 22, 1897. Also owner 
and manager of the advertising agencies Continentale Verlags und 
Werbegesellschaft in Frankfurt, and Publicidad Continental, Madrid. 
Member of the Advertising Council at the Austrian Ministry of Trade 
and of various other councils. 
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What They Said in Chicago... 


. an abstract of the remarks on the 
American Idea and the Corporate Image, 
presented for panel discussion at the 
November meeting of the IAA Chicago 
Chapter: 


Said JOHN A. MIGUEL, vice-president in charge 
of export, Zenith Radio Corporation, on PRO- 
GRESS IN MARKETING ABROAD: 


International advertising before World War II and 
in the early postwar years was treated not as a part- 
and-parcel of the business operation — very much 
on a personal basis — just another ordinary expense 
item, but gilded with some glamour. It did not trans- 
mit the same selling ideas, around which the same 
products had been successfully marketed in the 
United States. There are some of us — and I really 
don’t mean to be critical because I can include my- 
self also in this group — who have had the thought 
that just because it is an American idea, it will not 
work abroad. Indeed, such export advertising phi- 
losophy has proved so wrong! Today all you need 
to see is the technique and style adopted by a great 
number of our foreign competitors who have copied 
American ideas and techniques with notable success. 


International advertising has made significant prog- 
ress in the past decade and the international adver- 
tising fraternity deserves to be congratulated for 
such efforts! There are many more U. S. exporters 
who consider advertising part of their business opera- 
tions. We have seen more and more of the interna- 
tional advertising work done by “pros in the field.” 
Today there are many more able and qualified inter- 
national advertising and sales promotion executives, 
many more advertising agencies organized and found- 
ed expressly to serve international advertisers; the 
larger ones have even established international divi- 
sions with a network of world-wide branches, sub- 
sidiaries and affiliate operations. We have more 
specialists and professionals in all the other phases 
of international advertising services. All you need 
is to look at the fantastic growth — circulation-wise 
and quality-wise — of international publications for 
general consumers outside of the United States; also 
of U. S. export trade publications. 


International advertising in the past 10 years has 
taken on stature — and is no longer that of a step- 
child. Its budget is separate from domestic, indeed 
with its own thinking! Thus, it has been possible 
for us in the export business to plan a consistent 
advertising program geared to our current and grow- 


16 °® INTERNATIONAL ADVERTISER + JANUARY 1961 


ing needs to earn acceptance of our name and prod- 
ucts and to help us sell — or to help other people 
sell — profitably — our products abroad. 


Advertising techniques that have proved effective 
in the United States should be tried in other countries, 
making such changes as are necessary to give them 
international or local flavor. For instance, in our 
particular industry, the feature technique has been 
used successfully in this country and we have been 
applying it abroad with good success, I believe. 


In this highly competitive era we are going through 
today in world markets, advertising will play a very 
vital part in getting our share of the business. The 
stiff competition will not be confined to the product 
features, pricing, styling, profits, and other things, 
but to the propriety, character and consistency of 
the advertising program as well. If we are lacking 
in this effort, I am afraid that our competitors — both 
U. S. and foreign — who have an adequate and proper 
advertising program will make successful and further 
inroads, even in our traditional strongholds. 


Said HORACE M. KINNE, supervisor of advertis- 
ing and sales promotion, Allis-Chalmers Inter- 
national, on ADVERTISING AND SELLING: 


We shudder when we use the term Institutional 
advertising, because it is reminiscent of the days when 
such advertising was run by advertisers without a 
proper concept of what they were trying to accomplish 
through this advertising, and they spent a lot of 
money without accomplishing much. So the term 
brings up unpleasant memories and advertising 
people have been trying to change the name ever 
since. Corporate Image seems to be the term that 
most closely approaches the proper description of this 
type of campaign. Quite simply, such a campaign 
should be designed to tell the people in a buyer’s 
organization several things about the company the 
distributor represents . . . who they are . . . what 
equipment they build... the reputation and stand- 
ing of the firm for capability to produce equipment 
to meet the requirements of the job... to back up its 
equipment in the field . . . in short — to establish 
the feeling that the firm is a good one to do business 
with. 


Often there is more than one individual who needs 
to get this story. And often the distributor’s sales- 
man is not normally in contact with this group — but 
they are people who influence purchases. The Corpor- 
ate Image campaign, therefore, must tell a convinc- 
ing story that will influence favorably all these indi- 
viduals with different viewpoints ... and also assure 
the men who have recommended the equipment 








offered by the distributor that, in accepting his pro- 
posals, they have made a good choice of supplier. 


So much for the Corporate Image campaign. Now 
let us talk about Product Advertising. ‘This also is 
carried on to help the salesman bring in the orders. 
In the first place, let’s talk about the advertising the 
distributors do for themselves. Most distributors 
have an advertising program of a sort, although it 
is often little more than a picture of a product and a 
name. A few weeks ago, the Milwaukee Advertis- 
ing Club celebrated its 50th Anniversary and as part 
of the celebration had an exhibit of the advertising 
of the 1910 era. As I think of current ads run by 
local organizations overseas today, there is a cer- 
tain similarity. Now, I don’t want to leave the im- 
pression for one minute that present day advertisers 
in the foreign field are 50 years behind the times, 
because this is not true. More and more advertising 
men overseas are rapidly picking up modern tech- 
niques of advertising, but in many cases the engineer- 
ing mind seems to be afraid that, if they tell too 
much about their product, competitors will copy it. 
One of our distributors actually told me this in exactly 
these same words. This type of thinking is, I am 
happy to say, rapidly disappearing and advertising 
is becoming more resultful as a consequence. 


When we talk about “nut and bolt” copy in domes- 
tic advertising, we all know what we mean. The 
overseas advertiser is commencing to realize that 
merely to show a picture of his equipment is not 
enough because nearly always competing units of 
similar equipment look somewhat alike. However, 
if the advertisers will accompany their pictures with 
copy that tells how this nut was used and why that 
bolt was used and what this means to the prospective 
buyer in terms of benefit to him, the advertisement 
will more likely accomplish its purpose. 


This matter of putting “user benefits” in the copy 
is most important — a fact that has been well sub- 
stantiated over the years in domestic advertising and 
the same user benefits should be stressed in foreign 
campaigns. Never should an advertiser fall into 
the trap of emulating the style of advertisements that 
do not conform to the standards of sound advertising 
practice, just because other advertisements may do 
so. The same basic appeals in advertising that influ- 
ence U. S. buyers are valid in advertisements run to 
reach prospects overseas. 


The thought I would like to leave you with this 
noon is that there is no mystery about export advertis- 
ing. Advertising can never replace salesmen .. . be- 
cause it can’t do their job . . . but it can be, and is, 
a tremendous help to them. If the rules of plain 
common sense and the standard techniques of good 
sound advertising practice are followed, the sales 
force overseas will be given the help advertising can 
give to their sales effort. The advertising man will 
have done his job and from then on the sales force 
sets to work to conclude the making of a sale. 


Congress of Vienna 


e Member Beatrice Tressler reports from the Seventh 
Werbewissenschaftliche Tagung (Advertising and 
Marketing Congress) which she attended in Vienna, 
Austria, on November 10-12, that participation was 
about 20% above last year. At least 1500 signed 
up for the workshops and many more went to the 
showing of theater screen and television advertising 
films. 

Most of those present came from German-speaking 
countries (Austria, Germany, Switzerland) and from 
FTA (Free Trade Area, the “Outer Seven”) countries. 

The opening speech by Prof. Ejler Alkjaer, of 
Copenhagen, was on “Market Research and Advertis- 
ing in the FTA Market”. Prof. Alkjaer said that the 
future will be dominated by big markets. Good cus- 
tomer service and quality will be more important 
than low prices. 

Market research and advertising will be very 
necessary in the FTA market. Up to now FTA 
countries have done more business with the EEC 
(European Economic Community, the “Inner Six”) 
than with each other. Exports to EEC countries 
were 22% and imports 28%, as compared to exports 
of 18% and imports of 16% in the FTA market. 

She asked Austrian government officials and busi- 
nessmen how the reaction to FTA had been in Austria. 
All agreed that the Austrians see the difficulties in- 
volved in a sober and matter of fact manner. They 
realize that it will be hard to increase exports to FTA 
countries and hold their share of the EEC market. 
Since the end of World War II, 50% of Austria’s 
exports have gone to EEC countries. EEC-member 
Germany is the biggest buyer of Austrian goods. Aus- 
trians feel that their competitor, EEC-member Italy, 
will jeopardize their market in Germany, especially 
for goods such as, textiles, sweaters, etc. If FTA and 
EEC joined forces, many problems would be solved 
— and what a market that would be: 90 million 
consumers in FTA countries and 19 million in EEC 
countries! 

Go 


e “Bernie” Jennings, whose advertising agency in 
Havana was recently “intervened” by the Cuban Gov- 
ernment has now established Publicidad Jennings at 
Santa Fe 1753 in Buenos Aires. From there he will 
handle advertising in the Argentine, Uruguay, Peru, 
Bolivia and Chile. 

G 


e Hector Mendez-Puig has resigned 
from Vick International to join the 
Johnson & Johnson Inter-American 
1 Company as Marketing Manager 
and will take up residence in Latin 
America in March. Previous to his 
» association with Vick, he was with 






Robert Otto & Company as account 
ee executive. Congratulations and best 
Hector Mendez-Puig wishes, Hector! 
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WITH THE 
INTERNATIONAL MEDIA 


e The Journal of Commerce has appointed Robert A. 
Wilt as Advertising Sales. Promotion Director for 
all of its properties in New York, including The 
Journal of Commerce, Journal of Commerce Inter- 
national Edition, Import Bulletin, Export Bulletin 
and Transportation Telephone Ticker. 


G 


e Advertising revenue of Newsweek International 
totaled $1,750,000 in 1960, a 33% gain over 1959. 
Combined circulation of the European and Pacific 
editions has reached 101,671, a 9.7% gain over last 


year. 
Go 


e American Exporter Publications also chalked up a 
record with gross ad revenues topping the $2 million 
mark for the first time in the Company’s 84-year 


history. 
G 


e ICR Corporation, an affiliate of Vision Incorporated, 
has prepared a Spanish version of the film “How to 
Up Sales by Better Sales Supervision”. An earlier film, 
“El Arte de Rabatir Objeciones” (How to Overcome 
Objections) was well received in Latin America. 


The Growing Importance of 
U.S. International Publications 


International publishing has grown tremendously 
in stature in the brief period of fifteen years since 
the end of Warld War II. International editions of 
giant circulation general readership magazines have 
attained a degree of popularity, in some countries, 
which exceeds that of the local periodicals. 

Meanwhile in the field of international business 
journals, some of which were established many years 
before the general circulation type, publishers have 
been steadily improving the quality of both circula- 
tion and service; and in the past few years there has 
been an unmistakable trend on the part of domestic 
trade publication to extend into foreign markets 
by establishing their own international editions. 

The international publication provides the business- 
man seeking international markets with a channel of 
communication, through advertising, to potential 
customers in other countries. But as these publica- 
tions grow, in circulation and in stature and in in- 
fluence, they also must accept growing responsibilities. 
He who acquires reader influence must accept the 
responsibility of using that influence wisely and con- 
structively. 





* From the editorial in the November 21, 1960, issue of Export Trade. 
Reprinted by permission. 
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TV In Latin America 


e Fremantle International reports that many areas 
of Latin America are becoming increasingly difficult 
from a sales standpoint, and in two cases it is impos- 
sible for American distributors to close sales. Cuba 
and the Dominican Republic are closed as markets 
for U. S. TV productions. In Mexico, agitation by 
various groups to limit imported dubbed shows still 
further is on the increase. 

Political conditions in Central America and Vene- 
zuela have had an upsetting effect on business, and 
advertising budgets in many cases have been sus- 
pended “for the duration.” 

Brazil and Argentina, however, have turned up as 
bright spots, and there is a slow but steady amount 
of business being written in some of the smaller 
markets, such as Columbia, Peru and a new television 
market, Ecuador. 


The “Made in...” image 


e Through the years, people have formed ideas of 
what they think is the national character of other 
countries. These preconceived notions cause them 
either to reject or accept products made in these 
countries, for they believe the stereotype of the 
people is carried over to the products which they 
manufacture and market. Thus, it is wise for a 
manufacturer to know the image of his country and 
its products as seen by his potential customers, be- 
fore entering his products in their competitive markets. 

This has prompted Market Facts Roc International, 
Chicago, to conduct a pilot study last summer of the 
image conveyed when a product is tagged “Made in 
U. S. A.”, “Made in France”, etc. This study was 
carried out in seven countries, including the United 
States, to investigate the image of each in relation 
to the goods it produces. 

Three general principles emerged from this re- 
search: 

The “Made In” image colors people’s views of 

many products, even those not seeking to pre- 

sent themselves as national specialties. 

The image is closely associated with what people 

think is the national character of the country 

concerned. Thus, a manufacturer of technical 

equipment may find himself victimized by a 

belief that his country lacks industrial skills and, 

consequently, a refusal to accept his products as 
reliable. 

Less well-known products are more likely to be 

influenced by a “MADE IN” image based on a 

stereotyped view of the national character. 

Details of the findings for France, Germany, Italy, 
the Netherlands, England, Sweden and the United 
States are available from Market Facts Roc Inter- 
national, 39 So. LaSalle Street, Chicago, III. 

The results cannot be considered completely defini- 
tive, because they are conclusions of a pilot study, 
but,due to the consistency of the responses for each 
country and its goods, they do reflect an overall feel- 
ing that might well be studied further. 
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PANAMERICAN PUBLICATIONS 


have been giving effective coverage in important fields at 
moderate rates, for 21 years. 


PANAMERICAN PUBLISHING CO., INC. 


570 Seventh Avenue, New York 18, N.Y., U.S.A. 














ACEBAL GARCIA, JOSE OSCAR, Director de Publicidad y Rela- 
ciones Publicas, C.A. Ultimas Noticas, Pte. Trinidad a Pan- 
teon, Caracas, Venezuela 

ADAMS, Mario B., Advertising Manager-Caribbean Area, The 
Coca-Cola Export Corp., Apt. 126 Bis, Mexico 1, D.F. 

ALLRUD, RALPH GORDON, Account Executive, Blair TV, 717 
Fifth Ave., New York 22 

ARNOLD, CALVIN C., Vice President, The Jay H. Maish Com- 
pany, 400 So. Main St., Marion, Ohio 

BARNETT, THOMAS E., Ass’t Vice President, Erwin Wasey, 
Ruthrauff & Ryan, 711 Third Ave., New York 17 

BJORKLUND, TAGE, Managing Director, Aller Reklamebureau 
A/S, Nyropsgade 26, Copenhagen V, Denmark 

BROTAN, Jiri, Product Advertising Supervisor, Union Carbide 
International Company, 270 Park Ave., New York 17 

COGSWELL, Davin W., U.S. Advertising Director, International 
Editions, Reader’s Digest, 270 Park Ave., New York 17 

Conway, H. MCKINLEY, JR., President, Conway Publications, 
Inc., 2592 Apple Valley Road, North Atlanta 19, Georgia 

CoopPER, HERBERT G., JR., Advertising and Promotion Manager, 
Mead Johnson International, 2404 Pennsylvania St., Evans- 
ville, Indiana 

DAYTON, STANLEY H., Eastern District Manager, Miller Free- 
man Publications, 370 Lexington Avenue, New York 17 

GAITHER, GEORGE MANNEY, General Manager, International 
Research Associates, S.A. de C.V., 1 Vallarta, Mexico, D.F. 

GOMEZ DuCH, ENRIQUE, Director, Publiservice, 3A Avenue 9 
- 86, Zona 1, Guatemala, Guatemala 

GANGSTID, HENRIK FRODE, Manager, Denmark, The Coca-Cola 
Export Corp., Prinsesse Maries Alle 2, Copenhagen, Denmark 

HAMMONDS, CLAUDE RAYMOND, International Sales Repre- 
sentative, Newsweek International, 1501 Euclid Ave., Cleve- 
land, Ohio 

HANDLEY, JOHN M., Director, International Division, Buchen 
Advertising, Inc., 400 Madison, Chicago, Illinois 

HARPER, PAUL C., JR., Executive Vice President, Needham, 
Louis and Brorby, Inc., Prudential Plaza, Chicago, Illinois 

HossBs, RICHARD HUTCHINSON, Senior Vice President, Gotham- 
Viadimir Advertising, Inc., 1 No. La Salle St., Chicago 

JOHNS, RALPH W., Owner, Merchandising & Marketing, 1 Val- 
larta, Mexico, D.F. 

KIM, SEUNG BAI, Advertising Agent, Chosun Ibo, 61 Ist St., 
Taipyung-Ro, Seoul, Korea 

KRUSEMAN, C. A., General Advertising Manager, KLM Royal 
Dutch Airlines, Plasmanweg 1, The Hague, Netherland 

LANGSTEN, HELGE, Managing Director, Langsten Annonsbyra 
AB, Nybodagatan 1, Fack, Solna 1, Sweden 

LOwE, ALBERT V., Vice President, Grant Advertising, Inc., 711 
Third Ave., New York 17 

MAIJGREN, SVEN, Manager, Publicity Dept., ASEA, Vastras, 
Sweden 

MALCOLM, MERVYN JAMES, Director, International Marketing, 
Doyle Dane Bernbach Inc., 20 W. 43rd St., New York 36 

DE NEUVILLE, HENRI, President and Managing Director, CON- 
TACT, 37, rue Marbeuf, Paris 8, France 

NICHOLSON, JOHN A., Vice President, El Arte Tipografico, 61 
Hilton Ave., Garden City, N. Y. 

O’DELL, WILLIAM FRANCIS, President, Market Facts Interna- 

_tional, 39 S. LaSalle St., Chicago, Illinois 

OLIVERAS, HECTOR, Advertising Manager, E1 Mundo, Box 1072, 

San Juan, Puerto Rico 
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e Mary B. Garcia has been named 
International Media Director of 
Metropolitan Broadcasting Corpora- 
tion, New York, parent Company of 
World Wide Broadcasting Co. For 
the past 17 years, Mary had been 
associated with McCann Erickson as 
( international media director. 


Mary Garcia 
G 





e Claude R. Hammonds Jr., a new member of I.A.A., 
has recently joined the International advertising sales 
staff of Newsweek in Cleveland. 


G 


* Clyde D. Marlatt, Jr., has been made assistant ad- 
vertising manager of the Coca-Cola Export Corpora- 
tion. Congratulations! 





ORTEGA, JOSEPH PEREZ, Sales & Advertising Manager, Inter- 
national Div., General Foods Corp., 250 North St., White 
Plains, N. Y. 

PALACIO, Luis ALBERTO, Assistant to President & Director, The 
Panama American Press, Inc., Calle H #13-57, Box 134, 
Panama 

PEREZ-RvuIz, JUAN JOSE, Advertising Manager, Industria Lac- 
tea Venezolana, C.A. (INDULAC), Esq. Velazquez, Edif. 
Indulac, Caracas, Venezuela 

PERIGAULT, WALTER, Advertising Manager, The Panama 
American Press, Inc., Calle H No. 13-37, P.O. Box 134, 
Panama, R.P. 

PIEHL, GuSTAF, Vice President, Herssons Annonsbyra AB, 
Hamngatan 22, Stockholm, Sweden 

SACKHEIM, BEN, President, Ben Sackheim, Inc., 2 West 59th 
St., New York 19 

SALAVERRIA, MIGUEL ANGEL, President, Publicidad Commer- 
cial, S.A., Edificio Comercial, San Salvador, El Salvador 

SHANAHAN, JOHN CHRISTOPHER, Media Dept., Meldrum & 
Fewsmith, 1220 Huron Rd., Cleveland 15, Ohio 

SLATER, JOHN E., Pubijisher, McGraw-Hill International Corp., 
330 West 42nd St., New York 36 

STAKENBURG, WILLIAM C., Account Executive, Erwin Wasey, 
Ruthrauff & Ryan, Inc., 711 Third Ave., New York 17 

STEWART, Roy RAYMOND, Director, Media & Research, The 
Brady Company, Inc., Box 588, Appleton, Wisconsin 

SUMNER, PAUL EDWARD, Export Advertising, Ingersoll-Rand, 
Philippsburg, N. J. 

TAKEDA, E1z0, Director and Business Manager, Standard Ad- 
vertising & News Agency, Inc., 2, 2-chome Kyobashi, Shuo- 
ku, Tokyo, Japan 

TEALE, NOEL JAMES, Sub Gerente General, Corporacion Publi- 
citaria Nacional C.A., Aptdo 3954, Caracas, Venezuela 

VAN DENBURG, JOSEPH KING, Ass’t Publisher, The American 
Automobile, McGraw-Hill International Corp., 330 West 
42nd St., New York 36, N. Y. 

VinK, Dr. Nico J., Director of Foreign Department, Nijgh & 
Van Ditmar, Groothandelsbouw, P.O. Box 830, Rotterdam, 
Holland 

WARD, RALPH EDWARD, JR., Vice President & General Man- 
ager, Chesebrough-Pond’s Inc., 485 Lexington Ave., New 
York 17 

WHITMORE, GEORGE H., Advertising Marketing Manager, In- 
ternational Division, P. Lorillard Company, 200 East 42nd 
St., New York 17, N. Y. 

WILMOTH, MILNE HUGH, Director, Industrial Associates Inter- 
national, 4841 Ellsworth Ave., Pittsburgh 13, Pa. 


ZEYNEL, MICHAEL R., Regional Manager, McGraw-Hill Pub- 
lishing Co., Inc., 2, Place du Port, Geneva, Switzerland 


SWEDISH MEMBERS 
VISIT HOLLAND 


e Some time last spring Mr. Elinder — chairman of 
the Swedish I.A.A. group — wrote to Mr. Fels, chair- 
man of the Holland group: “There is a tremendous 
interest in Scandinavia at the moment in international 
advertising, which makes us want to focus our partic- 
ular attention on Philips and other large international 
organizations which have decades of success behind 
them in the field of international sales and advertis- 
ing”. 

A few weeks later Fels and Elinder hit upon the 
idea that the Swedish Branch of I.A.A., or perhaps 
the Scandinavian branches as a whole, could get to- 
gether with the Swedish Club of Advertising Managers 
to look into the matter of a joint study visit to Holland. 
Later, members of the export group of the Swedish 
Association of Advertisers joined in. 





to some of his visitors from the Swedish IAA group. 


Although October and November are the busiest 
time of the year for advertising people, the tour to 
Holland was fully booked within a few days. 

Not only Philips but also K.L.M. (Royal Dutch 
Airlines) extended an invitation to the I.A.A. group to 
pay a visit to Holland. Thus nearly 30 Scandinavian 
advertising people landed at Schiphol Airport near 
Amsterdam on Sunday October 30th. 

This first day was reserved to sight-seeing and real 
work started on Monday morning in Eindhoven. 
A most interesting visit to the Philips plant was 
organized, and the electro-acoustic studio featured 
an overwhelming program of sight and sound demon- 
strations. 

The afternoon was devoted to the world wide 
advertising activities of Philips. Organisation and 
structure of Philips General Advertising Department 
were exposed by Mr. van Geel, one of Mr. Sies 
Numann’s (IAA Man of the year 1959) close col- 
laborators; Mr. A. H. van Lonkhuyzen (Direct Ex- 
port advertising chief) explained how Philips adver- 
tising is organized in those countries where agents 
instead of fullgrown Philips organizations handle 


business; the Infraphil case history was delivered by 
Mr. J. J. M. v.d. Meij, who showed what it takes to 
introduce a new model of a wellknown product on a 
market in which there are many possibilities for 
application. 

That same evening everybody was in a splendid 
mood at a dinner at Valkenswaard’s Golf Club, pre- 
sided by Philips General Sales Promotion Depart- 
ment’s chief, Mr. Vente. 

Tuesday was all for K. L. M. Mr. J. th. Rijkens, 
director of Advertising and Sales Promotion, wel- 
comed the Swedish I.A.A. and some Dutch advertis- 
ing men, who had joined the party for the day. Gen- 
eral Advertising Manager, Mr. C. A. Kruseman, ex- 
plained how K. L. M.’s worldwide advertising is 
organized and how its ads, productwise and corporate- 
wise, are built up. A film, “Passengers in Person”, 
illustrated the personal service theme. The tour 
ended up with a preview of K. L. M.’s Holland pro- 
motion show, prepared for its dealers abroad. 

More tours like this one should be organized as 
they provide an excellent way to stimulate better 
international understanding between advertisers on 
both sides of the counter, promote international ad- 
vertising and thus trade by the exchange of ideas and 
thoughts, friendship and understanding. 


“THE SWEDISH MARKET 
1960-61” 


e Under this title a 120-page report on what is 
described as “the most developed market in Europe” 
has been published by the Swedish Sales and Advertis- 
ing Federation, a non-profit organization which num- 
bers 5,500 members representing the leading adver- 
tisers, agencies and newspapers in Sweden. ($1.50 
or 10 shillings, postage paid). 

IAA vice-president Erik Elinder, who has been 
quite active in the preparation and promotion of this 
report, writes: 


“Hardly a day passes without my post containing mail 
from a foreign manufacturer or a foreign advertising agency 
inquiring about conditions on the Swedish market. A popula- 
tion of 7500000 divided into 2500000 households and en- 
joying a total income of $,7 100 million — a rapidly expanding 
market, quality-conscious, eager to buy and with an almost 
insatiable appetite for new and better consumer goods, more 
advanced and better designed capital goods, industrial concerns 
with the wherewithal to buy expensive, complicated machinery. 
It is no wonder that big manufacturers on both sides of the 
Atlantic are looking towards Sweden — a market with far more 
purchasing power than its comparatively small population 
would suggest. 


“Many of the people who write to me and want to know 
more about Sweden ask for relatively simple, basic facts. They 
want to know something about the distribution channels and 
media. Every year we send hundreds of letters containing in- 
formation of this kind to our friends and contacts abroad. 


“In future we shall no longer need to write long letters 
about these basic facts but can, instead, concentrate on specific 
details. We now have access to an up-to-date summary of 
market data which we can send to the inquirer in answer 
to many of his questions.” 
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(continued from page 7) 


sheeting in June and has plans for a future aluminum 
rolling mill. 

There is also a small cement factory, two furniture 
companies, a bicycle manufacturing and assembly 
plant, a gas subsidiary of Air Liquide of Paris and 
numerous smaller firms. Under negotiation for the 
area are a glass factory, tile plant and flour mill. 

In Eastern Nigeria, 45% of the budget goes toward 
education, according to Barnet & Reef Associates, 
who handle that region’s PR and government pro- 
motion, with 46,000 schools and plans for a 6,000 
student University. 





Boys attending a laboratory period at the Eastern Nigeria Govern- 
ment College — actually a secondary grammar school. The five 
year course requires a minimum of three sciences — biology, physics 


ing graduates can continue for another two 
years in preparation for college. 


and chemistry. Pr 





On November 22nd, Mr. Samuel Oti, Counsel 
General of Nigeria in the United States, ad- 
dressed the New York Chapter of IAA (see 
Chapter News). Here are the significant por- 
tions of his talk: 


With an import market reaching up to about 
$500 million a year, the United States, as the hope of 
the world of finance and business, is taking only $20 
million, 

You people of the United States, aggressive as 
you are, want to reach out to all parts of the world 
and to spread friendship and trade. But you must 
know where you are going, what opportunities are 
available. So, a Nigerian office was established, 
primarily to give basic information, to tell you that 
in Nigeria, although in Africa, we are about 2,000 
miles away from the Congo; to tell you that Nigeria, 
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although in Africa, is 3,000 miles away from the 
Mau Mau; and to tell you that Nigeria, though 
undeveloped, has a gross national product slightly 
higher than India and Pakistan. 

Although Nigeria is predominantly an agricultural 
country, with 70 or 80% of the gross national prod- 
uct attributable to agriculture, it has potentialities 
of a broad basis of business. It has a variety of 
products — cocoa, palm-oil coconuts, peanuts, cotton 
and columbite. As a matter of fact, speaking of pea- 
nuts, most of the peanuts you see in the United 
States come from Nigeria, because Nigeria is the 
largest producer of peanuts in the world. We also 
produce 1/7 of the world’s supply of cocoa. 

Apart from these exportable products, we also 
produce casaba, yams, and we are almost self sufficient 
in foods. But we want a diversified economy. We al- 
so produce tin in the crude, and we would like to 
see this tin refined and turned into ingots. We have 
an abundance of iron ore. We have the only coal 
supply in the whole of West Africa. We have oil. 
99% of the world’s production of columbite comes 
from Nigeria, and America takes 95% of this. We 
also produce uranium. 

There is a very low corporation tax — only 40% 
compared to your 52%. There is also a tax holiday 
while we are in the pioneer status, there is an exemp- 
tion for raw materials for industry and a holiday 
for those who wish to get into the plantation busi- 
ness. 

As a matter of fact in the circle of the under- 
developed conutries, by far the greatest trade and 
investment incentives are offered in mine. Our Gov- 
ernment is a democratic government, the stability and 
unity of the country is assured and, in spite of the 
thumping of shoes and the swells of politics around 
the world, Nigeria remains a calm and _ steadfast 


country. 
G 


e Our London member, Cecil Turner, and his wife 
spent a fortnight in Nigeria a few weeks ago and 
opened an associate agency in Lagos under the name 
Cecil Turner of Nigeria Limited. This office is already 
in full operation and placing orders for press and 
television (sic) in Lagos, Ibadan and the Western 


Region. 
G 


e “Nigeria, what she means to America’, was the 
topic of an address given by Dr. Esuakema Udo Oton, 
Information Chief of the Nigerian Consulate General, 
at the November luncheon meeting of the Inter- 
national Media Buyers’ Association. 


G 


e The Nigeria Daily Times (as well as the Ghana 
Daily Graphic and the Sierra Leone Daily Mail) are 
represented in the United States by Thomas Skinner 
& Co., which is affiliated with Overseas Newspapers, 
Ltd., of London. 















Yours for the asking: 
forty pages of solid facts 
on the Latin American 
market to use as back- 
ground for your own 
exploration of an area 
which can mean millions 

in future business. 



























Here, in one compact booklet, replete with charts and graphs: 


e an analysis of the area’s growth e details of exports to Latin America 
potential from the U.S., Germany, and the U.K. 


lies a —— of gross product e a 9-year record of imports of seven 
major Latin countries from all over 
e data on major industries the world 


e investment: internal and external : r 
e facts and figures on the kind of people 


e the outlook for trade you reach with Latin America’s biggest 
e competition for the market newsmagazine—Vision. 


For a copy, write—on your letterhead, please—to V. Moore, 
Vision, Vision Building, 635 Madison Avenue, New York 22, N. Y. 
(Or call your nearest Visidn sales office.) 






DEB-MAR TRINITY 2-0664-65-66 


CABLES: “DEBMAR" 








International, Inc. 


INTERNATIONAL SALES PROMOTION 
30-38 WEST BETHUNE DETROIT 2, MICHIGAN 





Dear Mr. Exporter: 


Are you prepared for the space age? Are you ready to take your proper place in the 
new era that the experts say is coming in ’61, when the first earthling flies off in space? 


Will you be ready for the challenges of a new and smaller world? 


This old earth will look pretty small to the first astronaut, as he orbits hundreds of 
miles out in space. And, tobe sure, the earth is getting smaller. Globe-girdling jet planes, 
atomic-powered submarines, and TV satellites are changing the definition of ‘‘distance’’. 
Thanks to modern communications, the remote trading post of yesterday has become today’s 


neighborhood market. Your customer is only an airmail letter or a jet hop away. 


Because of this shrinking earth, effective communications are playing an ever greater 
role in modern export business. It is vital that you get your sales message through to your 
customer in the fastest, clearest and most effective manner. Traditional language barriers 
must come down, in a hurry. Your advertising, sales promotion and service literature must 


be geared to the fast pace of the space age. 


DEB-MAR INTERNATIONAL can help you with your export literature. Over thirty 
years of combined experience in translation, copy adaptation, graphic arts and presenta- 
tion give us the solid foundation for you to lean on. From the germ of an idea, right through 
to the finished product, we can deliver quality brochures, posters, manuals, or whatever 
you need to sell your product. You can profit from the experience and skilled specializa- 


tion of DEB-MAR’S translators, art department, copywriters, and production experts. 


Contact us at our new, larger headquarters in Detroit for more information on how we 
can help you with your customer communications. We will be happy to give you more de- 


tails on our many services and facilities, all tailored to fit the export market. 


Sincerely, 
DEB-MAR INTERNATIONAL, INC. 





TRANSLATIONS @ LAYOUTS @ KEYLINES @ PASTE-UPS ® ARTWORK @ TYPESETTING ® MANUALS ®@ SLIDES @ NARRATIONS 
FILMSTRIPS @ PRINTING 





MEMBER: WORLD TRADE CLUB OF DETROIT@ DETROIT CHAMBEROF COMMERCE 


INTERNATIONAL TRADE CLUB OF CHICAGO ® INTERNATIONAL ADVERTISING ASSOCIATION 
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OVERSIZE LEAF 


e The INTERNATIONAL ADVER- 
TISER has been asking its readers 
to send in some pertinent — or im- 
pertinent — anecdotes. Here is one 
which borders on being a “case his- 
tory.” It was contributed by Mr. 
Matti Viherjuuri, head of the ad- 
vertising agency Markkinointi Vi- 
herjuuri in Helsinki, Finland, when 
he visited I.A.A. Headquarters 
M. M. Viherjuuri recently. 





for International Direct Mail Advertising 


DILLON AGNEW ASSOCIATES, INC. 


offers, for your Direct Mail 
Advertising, Distributors’ Sales 








As a circulation booster, the Finnish magazine APV 
offered a prize to the reader who would find and send 
in the largest birch leaf in all Finland. Some 130,000 
people sent what they hoped would be the largest of 
them all, and the prize —a solid gold birch leaf worth 
$200— went to a reader who found one that was 
25 x 26.5 cm., as duly authenticated by a well known 
Finnish botanist. 


South Sea Coconuts 

e Ten thousand specially selected South Sea Island 
coconuts fell into the hands of travel agents across the 
United States as part of a direct mail campaign pro- 
moting T.A.I. (Transports Aériens Intercontinentaux ) 
and its air route between Los Angeles and the island 
paradise of Tahiti. Air France, General Agent for 
T.A.I. in North America, directed the promotion. 

Travel agents received the coconuts in attractively 
designed four-color boxes. On one side of the package 
was sketched a typical Tahitian beach scene, the 
other sides were devoted to copy which asked, “What 
are you doing to harvest your share of this profitable 
market?” 


Weightlessness? 

e The September 25 issue of the newsletter we re- 
ceived from Philprom Inc., of Manila, P.I., carries an 
advertisement of the Executive Barber Shop which 
offers Personalized Service and states that “besides 
having top facilities, our skilled barbers are the only 
ones in town who can give you the anti-gravity facial 
massage to preserve your youthful looks.” 
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e “I believe that advertising is so basic to the char- 
acter of our economy, to its vitality, to its potential 
for continuing growth, that if I were responsible for 
the war plans of an enemy foreign power, I would 
develop a strategy of undermining advertising in the 
United States before I attacked anything else. An all- 
out assault on advertising — which would be really 
an assault on the motivation of people to buy the 
products of farm and industry — would be as a virus 
attacking the nervous system.” 

MARION HARPER, 

Chairman of the Board 

McCann-Erickson, Inc. 
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Lists * Translations 


Material, Publication Inserts 


a completely centralized serv- 


ice in Holland for multi-market, 
multi-language campaigns un- 
der the direction of American 
advertising professionals 


For information write or call: 


Dillon Agnew Assoc. Inc., 10 East 49 St., New York 17, N.Y. 
Cable ‘‘Dilagnew'’’ New York, N.Y. 
Dillon Agnew Assoc.(Europa), Spaarne 55, Haarlem, Holland 
Cable ‘‘Dilagnew"’ Haarlem, Holland 


Clients include: 
UPJOHN INTERNATIONAL, ALLIED CHEMICAL INTERNATIONAL, 
UNION CARBIDE INTERNATIONAL, U.S. STEEL EXPORT, MINNESOTA 
MINING & MFG., McGRAW-HILL PUBLISHING CO., MACMILLAN CO. 


* Production + Processing 
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AGRICULTURA 
de las AMERICAS 


WANT TO SELL 
FARMERS OVERSEAS ? 


Y our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 
To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


JANUARY 1961 + INTERNATIONAL ADVERTISER 


WORLD 
FARMING 
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How GOOD 


a market is 


Latin America? 


The SPANISH 


DAIRY MAGAZINE BAKERY, FLOUR MILLING 
we | | COOKIE-CRACKER AND 
SPAGHETTI INDUSTRIES 


The Latin American Dairy indy 
is growing, and INDUSTRIAS LAC- 
TEAS is the only Spanish language 
magazine exclusively for the Milk 
Kutter, Cheese, Ke Cream and Ory 
Milk Plant Owners and lorge herd 
owners in Mexico, Central aa 
South America, Cuba, Puerto Rico 


and the Caribbean area. 





8500 controlled circulation. Span- 


ish translations at no extra charge 
by ovr native Spanish editors. 
B&W page, $200, six times; $180, 
A full schedule your products « weg eg 


ing industry 


twelve time rate. 
NOW will put yo 
growth market for tomorrow! 


(July is BUYERS’ GUIDE issue) 


INDUSTRIAS 
LACTEAS 


1602 HAROLD ST., 
HOUSTON 6, TEX. 


won top of this 


PANADERO 
LATINOAMERICANO 


(also publishers of 
The 
Southwestern Baker in English) 


1602 HAROLD ST., HOUSTON 6, TEX. 


























your story and 


Soll... 


your services 
to your best prospects... 


the men and women who are 
most prominently engaged 
in international marketing and advertising .. . 


the members of the 
International Advertising Association. 


Advertise in their Magazine, 


the 
international Advertiser 


Please send all inquiries to the International Advertiser 
c/o International Advertising Association 
Hotel Roosevelt, New York 17, N. Y. 
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e Jordan International has been established at 230 
Park Avenue, New York, to handle international pub- 
lic relations programs and projects. 


G 


e In a giant airlift, the Gibson Refrigerator Division 
of the Hupp Corporation will jet some 8,000 dealers 
and their families from 21 U.S. cities to Panama, via 
Braniff International Airways, to attend their sales 
convention in September 1961. 


G 


e The Nippon Alarm Valve Co. Ltd., Kobe, Japan is 
manufacturing alarm valves for forecasting tire punc- 
ture. It foretells drivers by emitting a whistling sound 
when the condition of air pressure in the tire becomes 
low while running, thus keeping the safety of cars and 
limiting the damage on tires and tubes to a minimum. 


G 


e The Second World Congress of Public Relations 
will be held in Venice from May 24th to the 27th, 
1961. Participation is open to all those who are inter- 
ested in the problems of public relations, whether or 
not they qualify as public relations technicians or as 
members of a public relations association. 


G 


¢ The Panamanian National Assembly is considering 
a bill to prohibit the import of motor vehicles for two 
years, to save the Republic money and help cut down 
the excessive number of cars which have caused traf- 
fic congestion in the capital city; Panama reportedly 
imports an average of 1,000 new cars a year. 


G 


e The Philco Corporation has called for a system of 
international space communications to be operated 
by the United Nations, as a major step toward global 
peace and understanding. Messages of all kinds — 
voice, telegraph, teletype, even television — would be 
brought together in each country through the local 
communications service to some point, say, the Na- 
tion’s capital. At that point all messages would be 
relayed by satellites to a central receiving point in 
some other country, there to be distributed through 
the local service of that particular nation. 


G 


e Carrier International, Ltd., manufacturer of air con- 
ditioning and refrigeration equipment, has appointed 
Robert Otto & Company to service its overseas adver- 
tising and public relations, and Adler Built Construc- 
tion Company of Miami, Fla., has appointed Robert 
Otto & Company (P.R.), Inc., to handle the advertis- 
ing of its branch in Puerto Rico. 
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Petroleum Week flies to Europe... 


Starting with the January 6th issue, toy men a ver fF 
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a que é que 


WALK DOWN ANY BUSY STREET in Rio 
de Janeiro, Brazil. Stop the first prosperous- 
looking businessman you see. Ask him the 
question in the headline above—‘What do you 
read?” Chances are good that he’ll mention 
Selecoes do Reader’s Digest. Wherever you go 
in this Portuguese-speaking country, the better- 
educated, higher-income people call Selecoés 
their favorite magazine. In fact, over 2,139,000 
read it every month. 
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o senhor 1é?”’ 


This preference for the Digest exists wherever 
you go in the free world. The same kind of 
people read -it everywhere; for the same com- 
pelling reason—to. better themselves. That’s 
why more people—21,000,000—buy the 
Digest’s 29 editions than any other magazine. 
It’s also why more Jeadimg international, na- 
tional and regional conipanies—over 4,000 last 
year—advertise: in it. It: helps their business 
and can help yours. ; 


People have faith in 
eader’s Digest 


The world’s most powerful selling force is local wherever it goes. 








